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BACKGROUND OF THE INVENTION 

The present invention relates generally to providing content, services and 
advertising about services by means of the Internet and, more particularly, to bringing to 



customers various services, content, advertising about services and affiliate links that are 
automatically determined to be relevant to the customer's current interest on the Internet. 

Two large-scale and complementary problems have emerged in the online world. 
First, it is increasingly difficult for users to find the online content and services that suit their 
needs in real time. Second, it is increasingly difficult for online service providers to make it easy 
for targeted customers to find their offerings that would be useful to the customer at the current 
moment. Both of these problems are a function of the current size and exploding growth of the 
Internet. An ideal solution would allow users to focus on what they want, allow service providers 
to focus on what they offer, and alleviate the effort currently required on both sides to find each 
other. 

A typical company with a presence on the Internet, makes available content or 
some other service at its web site where it can be accessed automatically or semi-automatically 
by a group of consumers or users. For example, headline news is a content-based service made 
available by companies like CNN, NBC, the BBC, the Associated Press, and so on. These are 
available "online" via traditional webbrowsersby users who visittheappropriatecompany'sweb 

site. Also book-selling is another service provided by service provider companies like 
Amazon.com, Bamesandnoble.com, lBookStreet.com, and so on, which provide for the sale of 
books, music and electronics. These web sites may also provide professional and customer 

reviews of the products. 

The users interact with the services at a web site via a personal computer running^ 
awebbrowserapplication(suchasMicrosoftlntemetExplorerorNetscapeNavigator). Thisuser 

might also access such services via other means, such as from a personal digital assistant (PDA), 



wireless digital telephone, a traditional telephone by voice conmiands, and so on. In addition, 
service providers can also introduce such services directly, such as through e-mail or instant 
messaging. Ultimately through any combination ofthese and other means, the user accesses some 

such service. 

Some service providers aggregate services on their web site to form a "value 
chain." i.e., a group of related services and content. This is done in order to capture as much of 
the user's attention as possible. Such value chains develop because online services are created 
and evolved with great speed on the Internet, and some of these service providers develop 
relationships with each other in complex networks based on the applicability of the service of one 
provider to the services of other provider. The traditional notion of a "value chain" is a path 
through these related services that brings a collection of items or services of value to a user. One 
way a user experiences a value chain is through a single trusted service provider that aggregates 
other relevant services, such that a complete value chain is presem at that provider's site. Users 
can also create their own value chain ad hoc through search engines. 

Figure 1 shows a prior art navigational experience for a user by which a potential 
customer 10 with a personal computer running a browser uses a communications system 12 to 
access the Internet 14. The user makes contact with a web site 16, which may provide links to 
other services at that site or other sites 18 to form a value chain. For example, access to the 
Amazon.com site provides the customer with the following services relevant to the book purchase 
process: 

• Book search by title, author, subject, ISBN 

• Book excerpts 



• Reviews by experts 

• Reviews by customers 

• Related books listings 

• Book pricing and purchase capability 

By aggregating these services, Amazon offers to its users that selection of services which it 
believes will likely be most relevant to its customer's goal in visiting its online bookstore. It also 
provides links to other web sites that Amazon believes will be of interest to all visitors to its site. 
This pattern of user-to-services interaction established by the web site is illustrated in the model 
in Figure 2. 

In Figure 2, also a prior art approach, the user 10, via a telecommunications line 
12 connects through the Internet 14 to the preferred service provider's web site 16. i.e., 
Amazon.com. At the web site, the user is provided access to a number of relevant services 21- 
24, designated V1-V4, that compose a value chain 16. Each service 21 -24 maybe selected by the 
user by operation of his or her browser. These services can be at the site or accessed through 
links to other sites 25-28 which provide services, or even related value chains, e.g., A9, the 

service, at site 28, the value chain. 

However Amazon cannot provide similar value to users in the general case, i.e., 
when they are not at Amazon, when they are not looking for a product Amazon sells, when they 
are not shopping for a product at all, and so on. In particular, there is no cunent notion of a value 
chain that is not owned and operated by a particular site-based e-business. 



Asano.herexample,aconsumerloold;gtobuyapaniculats.ockatE«Trade.com 
might wan, .0 see charts frotn BigCham.com, SEC filings from Edgar.com, discussion forums 
from Yahoo.com, ins.de, trading from lnsiderTrading.com and P>^s/News Capsules from 
Bloomberg.com. In this example, no fewer than six different service providers (perhaps each 
with their own value cham) can add value to a user's purchasing decision or goal. In order for 
any of these services to add value in that decision, either the user has to know about them ,n 
advance o, E'Trade has to integrate all of this content on its site. Strndarly, in order for E'Trade 
,0 get access to this consumer, either the user has to know about E-Trade and decide to visit, or 
E-rrade has to manage affiliate relaUonships with the other service providers in this value chain 
so they will have links on their sites to E'Trade. It is difficult to negotiate, setup and manage on 

a real time basis such relationships. 

This "web- of services a.s illustrated in Figure 2, includes tremendous volumes,, 
of valuable informationand services, yetusersofthese services ate burdened with thesignificant- 

difficulty of finding those .elect services that are complementary to their current goal. Thus, the 
architectureofthelntemetisasignificant burden tobothuserslookingtorconsumer services and 

the providers of those products over the totemet. There is a need to address this fundamental 
problem by providing a way for users and service providers to find each other when and where 

they are most needed. 

Fu,lher,onlinecompaniesspendvastsumsplacingadvettisementsontheInteraet, 

which advertisementshave poor responsesbecausetheyaremostoftenviewedbyapersonon the 
Internet at a Ume when they are not particularly relevant to the mind set of the user at the time, 
i.e.. the goal of the user in being on the Internet in the first place. In order to tmprove the 



sU„a.io„, online ...aile, ucilize performance based marketing methods, e.g., the affiliate 
marketingprogramsthatcompensate the affiliatebasedon performance, that is, for example the 

number of customersthataredtrectedtothesite from theaffiliate site. However,asnoted, these 
companies have to spend vast amounts of money and effort to ensure that the affiliate sites 
maintain current and up to date links, in order to use the affihate sites as a vehicle for providing 
,;mely promotions to users. Tire performance of both online advertising and online affihate 
marlcetmg would increase significantly it the adverttsements and the affiliate links- were 
automatically targeted to the current interest ov mlnd-set of the user. 

Much of the online advertising industry attempts to target users based on user 
demographics or perce.ved product preference. Certain sites, e.g., major search engine sites, 
advertisers also auempts to target user by keyword-based targeting. However, .h.s ty^e of 
. marketing dc«s not capture the opportunity to present a product that is in-«ne with a user's 
. current goal. Jus, because a particular consun^r enjoys rc«k music, does not mean that at the 
time when they are looking to buy a computer, they have an interest in seeing an advertisement 
about a CD for the latest music group. Even if the user is currently seat^hing for informatton 
within a particular general subject, that does not mean they have an interest in an advertisement 
aboutthesub^ctthatdoesnotaddresstheirparticularinterest^Fore^^ 
choosetoadvertiseonanaffiliatetravelsite in order topresenttheirpromotionstousers who are 

plannmg to travel. However, if the promotion is a discount for Hilton hotels in San Francisco, 
and a particular user is planning to travel to U>s Angeles, then there ,s not an exact match 
between the promotion and the user's goal and a potential opportunity to make a sale is lost, 
assuming that Hilton Hotels has a promotion for a stay in l^s Angles. Thus there is a need for 



advertisers and affiliate sites to be able to serve contextually targeted advertisement and affiliate 

links to users that encompass the complete or detailed mind-set of the customer. 

In addition to trying to attract new customers, online service providers also spend 

much of their marketing dollars in an effort to reach previous customers who like their service, 

5 but who later either forget about those services, cannot find them again, or do not appreciate that 

the service is relevant to their current activity. With the Internet* s exploding growth it is 

extremely frustrating for customers to try to keep track of all the various services that are 

M« available to them and to remember which service providers they liked the most. While more 
O 

O modem browsers provide "Favorites" or "Bookmarks" for retaining information that allows quick 

idl access to sites, the user must 1) at the time of the visit to the site request the URL of the site to 

i. s 

fj be stored 2) organize those bookmarks in such a way that they are organized optimally. Unless, 
1=^ the user remembers the Bookmark and recalls to use it while making a relevant search, the 
information can be lost. Thus, the Internet is not designed to provide ways for companies to reach 
2 prior customers at points of need and it does not facilitate alerting past customers to new services 
15 provided by the company. 

As an example, take a consumer who reads a useful review on a particular 
computer at Cnet.com. At some later date the consumer is interested in purchasing a Compaq 
computer and goes to Compaq.com. The consumer would like to read a review about the 
computer. However, if Compaq does not have reviews or the customer does not want to rely on 
20 Compaq's reviews, and the consumer does not remember the name of the review site previously 
visited, Cnet.com loses the opportunity to have a repeat customer and the consumer does not get 
the value of reading the review. Thus there is a need for a way for companies to provide their 
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customers 



with contextual, deep-navigated links back to their services when it is most relevant 



to the customer. 

These problems that exist on the Internet also exist as a microcosm within 
individual organizations and enterprises. For example, many organizations, especially those 
relatively larger and older companies, own a variety of computer systems each of which performs 
aset offunctions and whichcommunicateswithanumberof other such computer systems. These 

systems are often built on heterogeneous technologies, making the collaboration among them 
more difficult to implement and more brittle to change once implemented. There exists prior art 
related to the process of creating a homogenous communication infrastructure on which these 
various systems can more fluidly collaborate, this in the industry is called the space of Enterprise 
Application Integration (EAI). However the technology solutions in the EAI space still leave an 
important problem unsolved: how to enable users to navigate among these many services 
effectively. 

An example of this problem is integrating an effective customer relationship 
management practice into a business, especially on a large scale. Often a customer's order 
processing takes place in one system, billing in another, customer service in another, and new 
product promotions and sales calls in yet another system. The first problem is enabling these 
various systems to cormnunicate, which primarily is the space of EAI technologies. The problem 
that remains in addition is how, for example, to enable a user entering a customer-service ticket 
to navigate seamlessly in real time to that customer's order history, bill-paying patterns, responses 
to sales solicitations, and other appropriate services in the enterprise, without overhauling all 
those systems as a complete EAI implementation often requires. 



This invention, pertaining to acontextual communication system in general, is just 
as applicable to private Intranets and other proprietary technology system integrations as it is to 
the Internet on the whole. 

5 SUMMARY QF THE INVENTION 

The present invention is directed to a system and method that connects relevant 
services, content, advertising and affiliate links around the user- s navigational goal in navigating 
^ the Internet. The navigational scheme of the present invention is content based. 
2 In an illustrative embodiment, the system is an electronic companion, manifested 

1(C as abrowser plug-in or as acomplete web-browser application, adapted to understand or infer the 
user's current goal based on his navigation of the Internet (or of his private intranet) with the,, 
browser, also known as content-based navigation. It can dynamically bring together links to many., 
other services relevant to achieving that goal. As a result, these other services are one click away 
from the user's current web location. The system then facilitates the user's interaction with these 
1 5 other services in order to allow the user to progress toward his goal. By virtue of being goal-, 
oriented, the invention simultaneously provides a powerful new way for service providers to reach 
targeted users, i.e., a single place to reach users based on their mind set rather than location on 
the Internet. 

The browser plug-in or other implementation of the system of the present 
20 invention is set up with contextual value chains that are not site specific. Instead, they are 
collections of logical service that the system operator has determined are related to a wide variety 
of Internet navigational goals as well as an understanding of the many sites that provide each such 
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service. This determination may be based on the system manager's independent assessment or 
on affiliate relationships. The contextual value chain is supported by "context inference" which 
allows the browser to infer the goal of the user from the URL from keywords that appear in the 
content of web pages and the structural telationship of these keywords, and/or from search terms 
that the user plugs in. and to suggest that goal to the user for selection. If the user selects one of 
the suggested goals, they are diverted to the value chain which has been established in the system. 
In addition, the system can generate income for its operator based on "context marketing" in 
which the opportunity to market products and services may be directed to users based on the goal 
of their Internet navigation as inferred by the context of their activity. 

The present invention allows companies to provide contextually targeted 
Si advertisements and affiliate links to Internet and Intranet users. Because the invention enables 
L acontextualunderstandingofacustomer'scurrentonlineactivitiesandoftheobjectsonthepage 

W the customer is currently viewing, a company participating in the system can pick the most 
5 contextually relevant advertisement or affiliate link to present to the user. As a result, companies 
15 that use the present invention will profit from significantly increasing revenues and click-through 
rates by establishing a high coixelation between the advertisement or affiliate links being served 
and the user's current mind set. Furthermore, these advertisements and affiliate links can be 
targeted to the acmal product and product characteristics mentioned on the user's browser or the 
web page the user is currently viewing. This detailed understanding can also enable companies 
20 to realize revenues from cross sell and up sell opportunities. 

In addition, the technological infrastructure of the present invention creates 
channels for service providers to reach existing customers at the time and place where they most 
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need the service(s). In particular, the technological infrastructure not only enables a contextual 
understanding of a customer's current online activities and of the objects on the page the customer 
is currently viewing, but it has the ability to automatically link previously visited sites to the 
relevant value chains. This allows the system to inform the customer of relevant services that the 
customer has used in the past from a particular service provider, thus improving the service 
provider's ability to generate repeat consumption of their services by previous online customers. 

Companies that utilize the system of the present invention will profit from 
strengthening their relationships with existing customers by reminding them of their relevant 
services that have been used in the past. These companies will also increase brand awareness and 
loyalty by being accessible one click away from anywhere on the Internet. Further, by 
understanding the context of the customer's Web navigation, these companies can automatically 
alert customers to new services and changes in existing services when those services would be. 
most useful to the customer's current use of the Internet. 

BRIEF DESCRIPTION OF THE DRAWINGS 

The foregoing and other features of the present invention will be more readily 
apparent from the following detailed description and drawings of an illustrative embodiment of 

the invention in which: 

FIGURE 1 is a schematic diagram of prior art Internet navigation; 

FIGURE 2 is a schematic diagram of a prior art site specific value chain; 

FIGURE 3 is a schematic diagram of the constniction of a contextual value chain 
according to the present invention; 
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FIGURE 4 is a schematic diagram of the maintenance of registries for a contextual 
value chain according to an aspect of the present invention; 

FIGURES 5-9 are a sequence of illustrations of a user's screen, using one of a 
multitude of possible user interfaces, while navigating the Internet using the contextual value 

chain of the present invention; 

FIGURE 10 is a schematic diagram of the construction of contextual 
advertisements and affiliate links according to the present invention; 

FIGURE 11 is a schematic diagram of the maintenance of the registry for 
contextual advertisements and affiliate links according to an aspect of the present invention; 

FIGURES 12-13 are illustrations of advertisements targeted towards the content 

of the page; 

FIGURE 14 is a schematic diagram of the construction of a single client's 
contextual services according to the present invention; 

FIGURE 15 is a schematic diagram of the maintenance of the registry for 
contextual services according to an aspect of the present invention; and 

FIGURES 16-19 are a sequence of illustrations of a customer's screen, using one 
of a multitude of possible user interfaces, while navigating the Internet using the contextual 
services of the present invention. 

DESCRIPTION OF AN EXEMPLARY EMBODIMENT O F THE INVENTION 

The Contextual Value Chain provided by the system and method of the present 
invention is designed for offering users a high-value suite of contextual services independent of 
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ihe site on the Internet they are visiting. Once it has been set up, providing, the contextual 
services burdens neither users nor service providers with the maintenance and apphcation of these 
value chains. The value chain of services may be constructed in real time and/or it can be carried 
out prior to use. 

The present invention may be embodied in part or in whole as a plug-in to the 
user's web browser; but, it can also have other manifestations. It is made complementary to, or 
to facilitate the user's current online goal or objective (e.g., a navigational path for information 
about and the purchase of a product) and as such supports a content-based navigation paradigm. 

The system requires a Services Registry, which is a data store that identifies a set 
of unique services known or identified as part of a typical user goal. The registry maps each 
service to a representative set of known providers of that service. For example, below is a 
simplified illustration of the concept of a Services Registry: 



Service 


Provider 


Book seller 


Amazon.com 


Book seller 


Barnesandnoble.com 


Book seller 


lbooksireet.com 


Music seller 


Amazon.com 


Music seller 


CDNow.com 


Music seller 


MP3.com 
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Electronics reviewer 


Cnet 


Electronics reviewer 


Amazon.com 


Electronics reviewer 


ZDNet 



The system further requires a Mind-set Registry, which is a data store that records 
unique mind set categories - or goals - into which users tend to fall while they are using the 
services. These mind set categories are derived from the notion that users seek out and use 
services in order to accomplish a goal; the mind sets of looking to accomplish these goals are 
what are categorized and recorded in this registry. This registry also maps each goal to a super 
set of services that tend to be relevant to users looking to accomplish that goal. For example the 
following is a simplified illustration of the concept of this registry: 



Goal 


Service 


Buy a computer 


Computer seller 


Buy a computer - 


Price comparison engine 


Buy a computer 


Computer user reviews 
publisher 


Buy a computer 


Auctioneer 


Buy a computer 


Internet Service Provider 


See a movie 


Movie ticket seller 
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See a movie 


Movie reviewer 


See a movie 


Movie trailer publisher 



Note that the Mind-set Registry is also intended to be. but does not need to be. the following: 
o accessible via automated processes, such as electronic databases 
o edited by human experts 

o edited explicitly and/or implicitly by user communities (implicit editing would be 
those new associations inferred by automated processes that are able to 
accompany users while they access the services) 

0 edited by automatic discovery systems 



Further, the system requires a Registry Editor that has the ability to create, read, 
update, and delete listings in a registry (either the Mind-set Registry or the Services Registry)-. 
Note that a Registry Editor may be either a person or an automated tool, or a combination. 

Finally, the system needs ^Match Maker, which is responsible for matching user 
mind sets (goals) with a collection of services and service providers. In order to do this, it 
communicates with users,aServicesRegistry,andaMind-setRegistry.Notealso that the Match 

Maker is intended to take the form of automated software, though it might also take other forms 
suchasoneormore people, oracombinationofpeopleandautomatedtechnology tools. It is also 

intended to have, but need not have, the following capabilities: 
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• Rank services and service providers according to their priorities and/or 
appropriateness to that user at that time 

• Apply rules to the context of that user, his or her mind set, and the collection of 
services and service providers. These rules include, but are not limited to, 
identifying cross-selling opportunities and up-selling opportunities. 

In a given contextual domain there will be a collection of users, a collection of known services 
and service providers, and a single Mind-set Registry, Services Registry, .and Match Maker. 

The process of constructing a Contextual Value Chain ("CVC") requires 
interaction between a single user and the Match Maker, between the Match Maker and the two 
Registries, and also private work done by the Match Maker itself as illustrated in Figure 3. The 
process begins when the User 10 announces his mind set to the Match Maker 30 and completes 
when the Match Maker delivers the CVC back to the user. In particular, the process is as follows: 
1 . The User 10 announces his or her current mind set to the Match Maker 30. This 
"announcement" can be either explicitly made by the user or implicitly made on behalf 
of the user via a surrogate, like an automated inference tool that accompanies the user 
while navigating. This "mind-set" is intended to take the form of a goal, but is not limited 
to that form (for example, the mind-set of looking to buy a computer, or the mind set of 
looking to plan a party). An explicit mind set may be in the form of a URL, a stated goal, 
or Search term entered into the User's web browser, e.g., Compaq.com or "computer." 
It may also be implicit, e.g., an Amazon.com URL implies the user is interested in, i.e., 
has a mind set directed to, the purchase of books. Also, the Compaq.com URL may be 
interpreted not as an explicit mind-set to purchase a Compaq computer, but an implicit 
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mind-set to purchase a computer in general. Furthermore, by examining the content 
delivered to users (e.g. via web pages) and by extracting relevant keywords and structured 
objects composed of these keywords, the Match Maker 30 can that much more accurately 
infer likely mind sets and goals with specificity and via a scalable means. 

2. The Match Maker 30 cross-references the user's mind set with the Mind-set 
Registry 34 to determine the set of known services that are appropriate to include in the 
CVC. The Match Maker 30 may also apply a set of rules to re-order and/or filter the set 
of services. 

3. The Match Maker cross-references the set of services with the Services Registry 
38 to determine the known service providers of each of those services. The Match Maker 
may also apply a set of rules to re-order and/or filter the set of service providers associated 
with each service. 

4. The Match Maker may apply a set of rules to add special enhancements to the. 
CVC, such as cross-selling promotions, and then the Match Maker completes the 
construction of the CVC (the list of services and the list of service providers for each 
service, including additional custom services or promotions). 

5. The Match Maker 30 provides the CVC to the User 10. This "providing" is 
intended to be implemented by sending the CVC encoded to a tool, such as, but not 
limited to, a software tool that decodes the CVC and displays it to the user via a graphical 
user-interface (GUD or other user interface. For example, if the user' s mind set is to buy 
a computer, the CVC contents might look like this: 
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51. Compare computer prices 

SPl. MySimon 
SP2. DealTime 
SP3. ... 

52. Read user reviews 

SPl.Cnet 
SP2. Deja 
SP3. ... 

53. Find an ISP 

SPl. AOL 
SP2. Earthlink 
SP3. MSN 
SP4. ... 

S4. ... 



The databases and application software that make up the Match Maker 30, the 
Mind set Registry 34 and the Services Registry 38 may be in the form of a plug-in to the User's 
browser. Periodically database contents can be updated by having the browser connect to an 
Internet site of a company managing the system. During this connection the site provides the 
system with current versions of the data. The current versions may include new rules, new goals 
or mind sets and new services and service providers. As an alternative, the databases may be 
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maintained at the system manager web site and the browser is directed to it for access to the latest 
data whenever the browser is used. 

In order to create CVC's that are accurate and take maximal advantage of the 
services and providers that exist, there must be processes to keep the Registries current and also 
to grow their size to accommodate new services and providers over time. The maintenance is 
accomplished by a collection of independent processes involving the Mind-set Registry, the 
Services Registry, one or more Registry Editors, and the community of users and service 
providers. The following is a description of these processes as illustrated in Figure 4: 

Mind-set Registry maintenance is managed by one or more Mind set Registry 
Editors 40 (either person(s) 42 or automated tools 43 or a combination). These mind set editors 
40 interact with the user community to discover new mind sets (goals) that should be added to 
the Mind set Registry 34, and also which services should be associated with that mind-set. An 
example of an automated tool 43 acting as a Mind set Registry Editor is one that collects 
recommended new goals offered by users, applies some rules (filtering or otherwise), and then 
adds them into the Registry. Mind set Registry Editors may also be people 42 who read, update, 
and delete listings in the Mind-set Registry on their own without interaction with users or other 
entities. 

Services Registry maintenance is also managed by Service Registry Editors 44 
(either person(s) 45 or automated tools 46 or a combination). Each service provider has the 
ability to communicate with a Service Registry Editor 46 in order to suggest that: 
a. it is a provider of a registered service; and 
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b. a new service, which is not yet listed in the Services Registry, should be added 
(possibly also suggesting that it is a provider of that service). 

Each such Services Registry Editor 44 then may apply some rules (filtering or otherwise) and then 
interact with the Services Registry 38 to make changes in the listings and associations. 

Service Registry Editors 45 may also read, update, and delete listings in the 
Services Registry on their own without interaction with service providers or other entities. These 
editors are typically persons hired by the system manager to perform this function. However, 
these independent editors 45, as well as Mind set Registry Editors 42, may be wholly or partially 
automated through the use of web spider technology. 

In carrying out this update function with independent editors, some inputs may be 
the result of independent searches of the Internet by the editors. However, some input may be by 
way of contractual relationships between the system's administrator and service providers. Such 
relationships may be based on an agreement by which the service provider pays to be listed in 
value chains of various sorts. This may be an up front payment or a payment for each user 
directed to the provider's web site by the present invention. 

The process of ongoing registry maintenance as illustrated in Figure 4 is typically 
performed by or under the control of the system's administrator, and the results are made 
available at the system administrator's web site for downloading to the web browsers of the users. 

In use, the software defining the present invention is installed as a plug-in to the 
user's web browser. Then, as an example, if the user has the goal of purchasing a computer, the 
user may insert the URL "Sony.com" into his or her browser in order to look for computers. 
(Figure 5). When the user arrives at the computing area of the Sony site, the Context Bar 50 (at 
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the bottom) infers or guesses that the user might be trying to buy a computer, or learn about 
computers, or research a computer. These goals are suggested to the user as tabs 51-53 in the 
Context Bar 50. A drop down pick list 56 is also provided in the Context Bar 50 so that the user 
can select a particular computer (filtered for Sony). This is a form of context inference. 

If the user selects the "Buy a computer" tab 51 and also selects a particular 
computer in the pick list as the computer to focus on, e.g., the "Sony VAIO J 100," a Contextual 
Value Chain 60 is shown to the user in the Context Bar 50 as illustrated in Figure 6. If the other 
tabs 52 or 53 are selected, other value chains are presented (not shown). Any of the services 
shown in that bar may be linked to by clicking on the name of the service, e.g. "purchases," 
"warranty," "Internet Service," "Review," "Software," etc. Each service is tied to a default 
provider, though there are also various alternate providers that the user might choose to associate 
with that service instead). If for example the user clicks on the "Review" service, the browser 
is caused to deep navigate directly to the page at CNET containing the review of the Sony VAIO 
PCV-JIOO. See Figure 7. Also the navigation event is added to the activity history 72 on the 
right side on the Context Bar 50, indicating that the user is working toward buying a computer, 
and has now taken one step, which is to review that model V AIO. 

Further, a promotion 74 appears from Compaq in the space at the left side of the 
Context Bar 50. In Figure 7 this advertisement is indicated only as the word "Compaq"; however, 
it may be an actual advertisement. Further, the name or advertisement will typically be a 
hyperlink to the service provider's web site, e.g. to Compaq's site. The appearance of the 
Compaq promotion 74 assumes that Compaq has bought the right from the system administrator 
to offer promotions in the context of users working toward buying computers. The alternate 
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provider, i.e., Compaq, may purchase the right to advertise whenever a user demonstrates a 
"computer" mind set, or it may purchase a more hmited right. For example, it is possible that 
Compaq has bought only the right to advertise to those users in the "Review*' stage of the value 
chain set up for the process of purchasing a computer. This is a form of context marketing. If 
the user clicks on the Compaq advertisement, the browser takes them to the Compaq web site. 
Thus, Compaq can pay the system administrator a flat fee or a fee based on the number of users 
that click on to the Compaq link. 

Next the user may click on the "Search Auction" service which looks for 
computers with similar specifications at an auction site. The browser page for this is shown in 
Figure 8. In this case the user is brought to BidCrawler and is shown a list 80 of 600 MHZ 
computers (as is the V AIO PC V-J 1 00) currently up for sale by auction. Note also that this second 
step in the activity is added to this history 72 on the right of the Context Bar. 

Finally, the user may consider another similar computer, e.g., the user may selects 
the VAIO PCV-R532DS from the pick list in the Context Bar. Then he clicks the "Reviews" 
service to see reviews of this model. This causes the browser to jump back to CNET, again deep 
navigating to the appropriate page containing a review for that computer (Figure 9). Also the 
activity history 72 on the right reflects that the user has now reviewed two computers. If the user 
wants to jump back to the review for the other computer, he can click on the PCV-JlOO in that 
activity history tree. 

Anyone who uses electronic media, such as the Internet through desktop or 
personal computers, web-enabled phones, personal digital assistants ("PDAs") or other wireless 
or voice-based digital platforms, and pagers are in a position to benefit from the present 
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invention. Moreover, a provider of such media and services is able to leverage the infrastructure 
to bring targeted users to them at just the right place in the value chain, opening new capacities 
for traditional up-sales and cross-sales. 

The revenue streams that the system can generate include: 
5 1 . Affiliate traffic revenues. Users, in their attempt to find information, generate traffic to 
a system partner and affiliate sites, generating revenue for the system operator for each 
such click-through. 

t 2. Affiliate sales revenue. Users participating in electronic conmierce through purchase or 

§ sale can generate a transaction-based contmiission for the system operator. The system' s 

C .... 
lOsI client-side software is closer to the users than web-based hub sites, making it easier for 

SI 

the system operator to realize a large portion of the commissions on this revenue. 

3 

S 3. Technology licensing. Other service providers who wish to provide tools such as the 
£ present invention, either on their web sites or tied to their corporate intranets, can generate 

f* licensing revenues. 

15 4. Server-side software sales for businesses to plug into the framework. Businesses: that 

wish to use this framework to push cross values and up values to a user's current activity 

may plug into the framework by purchasing server side space from the system operator. 

This is an excellent opportunity for using context marketing to cross-sell products and 

services. 

20 As noted previously, there is value in the system of the present invention to both 

users and service provider. In particular, users get the benefits of targeted services anywhere on 
the web by means of a single mouse click. This relieves the user of having to remember 
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particular URLs. The system also provides the user with easy access to relevant information and 
services at a given site through one mouse click, instead of having to surf through a site to find 
the relevant information. Thus, there is reduced repetition as users move from site to site, since 
they do not need to restate again and again what they are seeking (for example, entering a stock 
symbol at E*Trade, then entering it again at Edgar, and so on). 

Similarly, service providers receive significant benefits from the system. They can 
target users anywhere on the web by a single mouse click. This provides powerful new 
opportunities for cross-sales and other cross-functional services, even to users who are not vising 
the service-provider's site (for example, allowing Amazon.com to sell overstocked computer 
books to someone shopping for a computer at Dell or Gateway). In addition, the service providers 
get expanded reach to current customers, affording a new dimension of customer retention for that 
service provider. For example, Epinions.com might become the default or exclusive opinion 
provider for all users to whom it distributes the system software, e.g., the browser plug-in. The 
provider also gets relief from spending huge sums to aggregate services so that users are more 
likely to complete transactions at that site. As an example, CNET by adding product reviews 
from customerreviews.com or epinions.com may cause more users to make purchasing decisions 
at CNET. 

As noted in Figure 7, while navigating the Internet, the user is presented with 
advertisements 74 which match the context suggested by that navigation. These advertisements 
may also provide links to affiliates. This is accomplished by a contextual advertisement and 
contextual affiliate designation system which forms part of the present invention. This system 
is a design to enable companies using the present invention to improve the performance of their 
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online advertisements and affiliate marketing by presenting users with advertisements and 
affiliate links that are in context with the mind sets of the users. The contextual advertisements 
and affiliate links may be constructed in real time or they may be carried out prior to use. 

The contextual advertisement and contextual affiliate designation system of the 
5 present invention is illustrated in Figure 10. It includes an Ad Server or the Affiliate Site 122 
which implements the contextual advertisement or contextual affiliate links, respectively, to 
improve the performance of the advertisements or affiliate links it serves for other service 
y- providers. The Service Provider 16 as illustrated in Figure 10 is the company that uses the system 
i to deliver advertisements which promote it's services or to provide links to its services. It may 

a s 

•SSSSf 

ICH do this directly or through an advertisement server or affiliate site 122. 
^ The system also requires a Rules Registry 100, which is a data store that identifies 

U a set of unique rules for when an advertisement or an affiliate link should be shown to a particular 
W user. These rules are defined by the Service Provider 16 to indicate when a particular 
P advertisement or affiliate link would be most relevant to a user. In the example of a Service 
15 Provider that sells computer memory, it will define a particular rale (such as "object = computer 
& memory <= 32MB") and map that to a particular advertisement (such as "Upgrade your 
computer to 64 MB). Note that an advertisement or affiliate link can be mapped to more than one 
rale. 



20 

Below is a simplified illustration of the concept of a Rules Registry: 



25 



# 



RULE 


AD or AFFILIATE LINK 


Object = "Computer" and Hard Disk <= "2 GB" 


Upgrade to 4 GB Hard Disk Space 


Vertical = "Travel" and Destination="San Francisco" 


Discounts at Holiday Inn San 
Francisco 


Vertical = "Travel" and Destination 
Airport="LaGuardia" 


Discounts at Avis Rent-a-Car at 
LaGuardia 



m 

s 

1^ 
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Note that the Rules Registry is also intended to be, but does not need to be, the following: 
accessible via automated processes, such as electronic databases 
edited by automated processes 
edited by human experts 

Further, as shov^n in Figure 11, the system requires a Registry Editor 1 10 that 
has the ability to create, read, update, and delete listings in the Rules Registry. Note that a 
Registry Editor may be either a person 1 12 or an automated tool 1 14, or a combination 
thereof. 

Returning to Figure 10, the final component of the system is the Match Maker 
30', which is the company who implements the matching steps of the present invention. The 
functions of both the Ad Server or Affiliate Site 122 and the Match Maker 30' may be 
accomplished by the system's administrator. The Match Maker 30' builds the advertisement 
and the affiliate links on top of the context infrastructure of the rest of the present invention. 
In particular, the Match Maker 30' parses the content of the customer's current page, groups 
attributes to form structured objects, communicates with the Rules Registry 100 and produces 
a set of contextually relevant advertisements or affiliate links in response thereto. 



26 



The process of constructing contextual advertisements or affiliate links requires 
interaction between a single user 10 and the Advertisement Server or Affiliate Site 122, 
between the Advertisement Server or Affiliate Site and the Match Maker 30', between the 
Match Maker 30' and the Rules Registry 100, and also private work done by the Match Maker 
30' itself. The process begins when the user browses the Internet and completes when the 
Advertisement Server or Affiliate Site ("A/A Site") 122 delivers the contextual advertisement 
or affiliate link back to the user. In particular, the process is as follows: 

1. The user 10 starts browsing the Internet and comes across an A/A Site 122 that 
has a contextual advertisement or affiliate link embedded in it. 

2. As the user browses, the server which hosts the A/A Site 122, which serves the 
affiliate link. It sends the content of the page the user is viewing to the CSP 
120. 

3. The CSP parses the content of the page that the user is viewing and identifies 
the objects and their attributes which are mentioned on the page. The CSP 120 
intelligently groups together the attributes belonging to a particular object. For 
example, a page may mentions several computers and for each computer, it 
may mention attributes such as brand, processor type, and processor speed. 
The CSP will group together the attributes belonging to each computer object 
and produce a list of computer objects found on the page. 

4. The CSP then cross-references the objects that are found with the Rules 
Registry 100 to determine the set of contextual advertisements or affiliate links 
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that are relevant to the current content. The CSP returns this set to the 
Advertisement Server or Affiliate Site 122. 
5. The A/A Site 122 may also apply additional rules, such as user demographics, 
to pick a particular advertisement or affiliate link if more than one is returned 
by the CSP 120. 

7. The A/A Site provides the user with the contextual advertisement or affiliate 
link. 

f=i 8. The user 10 views the contextual advertisement or affiliate link and clicks on it 

if he or she is interested in the information shown. Clicking on the 



B 
1=1 



1 fT advertisement or affiliate link makes a call to the Service Provider 16 asking 

ril for the content of that particular advertisement or affiliate link. 

1=* 9. The Service Provider 1 6 serves up the appropriate content to the user. 

J#J In order to present the user with the most appropriate advertisement or affiliate 

5 link, there must be processes to keep the Rules Registry current and up to date. The 
1 5 maintenance is accomplished by processes involving the Rules Registry 100, the Registry 
Editors 1 10 and the Service Provider 16. As noted above, this maintenance process is 
illustrated in Figure 1 1. In particular, the Service Provider uses one or more Registry Editors 
1 10 (either person(s) or automated tool(s) or a combination thereof) to input new 
advertisements, affiliate links or rules, and update existing advertisements, affiliate links or 
20 rules. 

In use the contextual advertisement and the contextual affiliate link software 
and hardware provides an infrastnicture that provides contextual presentation of the 
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advertisements and links. As an example, if Hewlett-Packard ("HP") is the Service Provider 
16 which is using contextual advertisement, HP will define the rules for when its 
advertisement should be shown. If HP defines a rule that targets the selling of HP printers 
with Compaq computers, then when a user looks at a page with Compaq computers, the 
5 appropriate HP advertisement 128 will be shown as illustrated in Figure 12. In another 

example, assume that Barnes and Noble is the Service Provider who has and affiliate program 
and CNET signs up to be Barnes and Noble's affiliate site. Then Barnes and Noble can 
M= defines a rule that an affiliate link for books on "PC Computers" should be shown when a 
e user is looking at Dell computers. As a result, when a user looks for Dell computers at CNET, 

\&Z the appropriate advertisement and affiliate link 130 for Barnes and Noble is shown as 

*M 

p I illustrated in Figure 13. 

L As these examples show, the contextual advertisement and contextual affiliate;, 

y link tools are very effective and powerful ways for companies to improve the performance of 
P their advertising efforts and their affiliate marketing efforts by providing contextual 
1 5 advertisements and affiliate links. There is value in the system of the present invention to 

both users and service providers. Users get the benefit of contextual advertisements and links 
targeted to their mind set. Service providers who use this technology get the benefit of greatly 
increasing their revenue and click-through rates by establishing a high correlation between the 
advertisements or affiliate links being served, and the user's current mind set. 
20 As a further means for leveraging the contextual technology of the present 

invention, a Service Provider using the system can improve customer retention through the 
use of a Contextual Icon. This icon is provided by the system and designed to enable 
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companies to improve their customer retention by presenting their customers with contextual 
services anywhere on the Web. The contextual services may be constructed real time or they 
may be constructed prior to use. As with the basic contextual functionality, this additional 
functionality may be implemented via a plug-in for the user's web browser, but it can also be 
implemented in other ways.. 

A Context Service Provider is a company that implements the Contextual Icon by 
providing it to companies, e.g.. Service Providers, who are interested in using it to improve 
their customer retention. The Contextual Icon is customized to feature the services that are 
offered by the Service Provider using the Contextual Icon. The Service Provider will provide 
the user with the Contextual Icon so that the Customer has access to the Service Provider's,- . 
services from anywhere on the Web. 

As shown in Figure 14, this phase of the system requires an Object Registry 
140, which is a data store that identifies a set of unique objects that are related to the services 
provided by the Service Provider. The registry maps each object to the set of services offered 
by the Service Provider 16. In an example of a Service Provider who provides reviews on 
computers, the Service Provider will define the identifying attributes of a computer object 
(such as brand, model, processor, etc) and map the object to the relevant service (e.g., the 
Compaq Presario 500 IR maps to a review for that particular computer). Note that an object 
can be mapped to more than one service. In addition, note that the representation of these 
services in a user interface may vary independent of the service descriptions captured in this 
registry. 
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Below is a simplified illustration of the concept of an Object Registry: 





SERVICE 


<computer brand="Compaq" model="Presano 5001R' 
processor= '750 MHZ AMD® Duron^^ "></compuier> 


Review for a Compaq Presario 500 IR 
computer with a 750 MHZ AMD® Duron™ 
processor 


<computer brand="Coinpaq" model=" Presario 500 ISR" 
processor="800 MHZ AMD® Duron^"^ "x/compuler> 


Review for a Compaq Presario 500 ISR 
computer with a 800 MHZ AMD® Duron^"^ 
processor 


<computer brand="Compaq" model=" Presario 5003US" 
processor=" 933 MHZ Intel® Pentium® III "x/computer> 


Review for a Compaq Presario 5003US 
computer with a =" 933 MHZ Intel® 
Pentium® III processor 



Note that the Object Registry is also intended to be, but does not need to be, the following: 

• accessible via automated processes, such as electronic databases 

• edited by automated processes 

• edited by human experts 

Further, as with the Mind set Registry 34 (Figure 4) and the Rules Registry 100 (Figure 1 1), 
the system requires a Registry Editor 150 for the Object Registry 140 that has the ability to 
create, read, update, and delete listings in the Object Registry (Figure 15). Note that a 
Registry Editor may be either a person 152 or an automated tool 154, or a combination of 
them. 

Finally, the system of Figure 14 needs a Match Maker 30", which may be 
similar in function to the Match Maker 30 of Figure 4 and Match Maker 30' of Figure 10. 1 
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Match Maker system's adminis,ra,or is responsible for ma-ching objecs idemifled on a page 
„i.b a coUecrion of services offered by ,he Service Provider 16 .bar are relevant ro .hose 
objects, in order to do thts. it parses the content of the customer's current page, groups 
attributes ,0 form structured objects and communicates »itb the Object Registry i40. For 
example, when the object » Presarto 500ISR' ,s tdentifed on the usefs page, then 
the servtce "Review Your Compute.- is mapped to the specific review of that object by that, 
service provider. Note also that the Match Maker system's adnnntstrator may be implemented 
in the form of automated software, though it may also take other forms, such as one or more 
people, or a combination of people and automated technology tools. It is also intended to 
have, but need not have, the following capabilities: 

. Rank services according to their priorities and/or appropriateness to that customer at 



that time 



. Apply rules to the context of that customer, the customer's mind set, and the co.lecfon 
o, services. These rules include, but are not Itmrted to, identifying cross-selling opportuniUes 

and up-selling opportunities. 

The process of constructing contextual services requires interacUon between a 

single customer or user 10 and the Internet, between the Interne, and the Match Maker 
system's administrator, between the Match Maker system's administrator and the Object 
Registry 140, and also private work done by the Match Maker itself as illustrated in Figure 14. 
The process begins when the customer browses the hteme. and completes when the Match 
Maker sy^em's administrator deUvers the contextual services back to the customer. In 
particular, the process is as follows: 
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The Customer 10, who has downloaded and installed the Contextual Icon on 
their web browser, starts browsing on the Internet. As the Customer browses, 
the Contextual Icon sends the content of the page the Customer is viewing to 
the Match Maker system's administrator. 

The Match Maker system's administrator parses the content of the page that the 
Customer is viewing and identifies the objects and their attributes which are 
mentioned on the page. The Match Maker intelligently groups together the 
attributes belonging to a particular object. For example, assume that a page 
mentions several computers and mentions attributes for each computer, such as 
brand, processor type, and processor speed. The Match Maker will group 
together the attributes belonging to each computer object and produce a list of 
computer objects found on the page. 

The Match Maker system's administrator next cross-references the objects that 
are found with the Object Registry 140 to determine the set of known services 
that are contextual, i.e., related, to the current page content. 
The Match Maker may also apply a set of its own rules to add special 
enhancements to the set of contextual services, such as cross-selling and up- 
selling promotions. 

The Match Maker system's administrator then provides the customer 10 with a 
set of contextual services. This provision of services may be implemented by 
sending the set of contextual services encoded to the Contextual Icon or 
software, which decodes the services and displays them to the customer via a 
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graphical user-interface (GUI) or other user interface. 

6. The Customer 10 may then review the set of contextual services presented by 
the Contextual Icon and click on a desired service. By clicking oh the service, 
a call is made to the Service Provider, i.e., a link is established to the Service 
Provider, requesting the content of that particular service. 

7. The Service Provider then serves up the appropriate content to the Customer 
for the service requested. 

In order to create a set of contextual services that are accurate and take 
maximum advantage of the services provided by the Service Provider, processes are necessary 
to keep the Object Registry current and up to date. This maintenance is accomplished by 
processes involving the Object Registry 140, the Registry Editors 150 and the Service 
Provider 16. This maintenance process is illustrated in Figure 15. In particular, the Service . 
Provider uses one or more Registry Editors 150 (either person(s) or automated tool(s) or a 
combination) to input new services, update existing services, input new object definitions, and 
update existing object definitions in the Object Registry 140. 

As an example of use of the Contextual Icon, if the Service Provider 16 using 
the Contextual Icon is a coupon provider called E-centives, the Contextual Icon 160 will 
appear on the customer's browser as shown in Figure 16. In this example the Contextual Icon 
160 has E-centives's logo displayed in it. E-centives has to ask its customers to download and 
install the Contextual Icon before it appear's on the customer's web browser. 

If the Customer with the Contextual Icon downloaded to his browser starts 
browsing the Internet, goes to Amazon.com and looks at the "Black and Blue" album by the 
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appended claims. 



